Federated  Department  Stores,  Inc. 

is  the  nation's  leading  operator  of  premier  department  stores, 
with  more  than  400  department  stores  and  1 50  specialty 
locations  in  36  states.  Federated's  department  stores  operate 
under  the  names  of  Bloomingdale's,  The  Bon  Marche, 
Burdines,  Goldsmith's,  Lazarus,  Macy's,  Rich's  and  Stern’s. 
Each  Federated  department  store  division  is  well-established  in 
its  operating  areas,  and  has  historical  ties  to  its  communities 
stretching  back  into  the  last  century.  Federated  also  operates 
the  Bloomingdale's  by  Mail,  Ltd.  national  catalog  and 
Aeropostale  and  Charter  Club  specialty  stores.  Federated's 
corporate  structure  capitalizes  on  the  strengths  of  these 
divisions  while  bringing  new  dimensions  of  operating 
efficiencies,  financial  leverage  and  strategic  growth 
opportunities  to  the  company's  operations. 
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blcmiingdale's 


Michael  Gould,  Chairman 
Jeffrey  Sherman,  president 


1996  Sales:  $1,458  million- 
1995  Sales:  $1,295  million- 

’Excludes  sales  of  Bloomingdalo  s  by  Mall  catalog 


HQ:  New  York.  NY 

21  stores  in  California,  Florida,  Illinois,  Maryland 
New  Jersey,  New  York,  Pennsylvania  and  Virgini. 
1997  New  Stores:  Los  Angeles,  CA;  Miami,  FL 


7/*cBONMAmif 

Ira  S.  Pickell,  Chairman 

Daniel  H.  Edelman,  president 

1996  Sales:  $892  million 

1995  Sales:  $897  million 

HQ:  Seattle,  WA 

42  stores  in  Idaho,  Montana,  Oregon,  Washingtc 
1997  New  Store:  Spokane,  WA 

Rurdines 

L-/  rnnoKMitna' 

Howard  Socol,  Chairman 

Michael  J.  Osborn,  president 

J.  David  Scheiner,  Vice  Chairman 

1996  Sales:  $1,333  million 
1995  Sales:  $1,332  million 

HQ:  Miami ,  FL 

48  stores  in  Florida. 

macy's 

Harold  D.  Kahn,  Chairman 

James  E.  Gray,  president 

David  Suliteanu,  Vice  Chairman 

1996  Sales:  $4,541  million 
1995  Sales:  $4,638  million 

HQ:  New  York,  NY 

90  stores  in  Alabama,  Connecticut,  Delaware,  Flo 
Maryland,  Massachusetts,  New  Hampshire,  New 
Rhode  Island  and  Virginia. 

macy's  ^ 

Michael  Steinberg,  chairman 
Jeremiah  J.  Sullivan,  President 
Rudolph  J.  Borneo,  Vice  Chairman 

1996  Sales:  $3,714  million 
1995  Sales:  $2, 500  million 

HQ:  San  Francisco,  CA 

109  stores  in  Arizona,  California,  Minnesota,  Ne 
Includes  52  former  Broadway/Emporium/Weins 
1997  New  Store:  San  Antonio,  TX 

LAZARUS 

Russell  Stravitz,  Chairman 

Susan  Kronick,  President 

1996  Sales:  $2,106  million 
1995  Sales:  $2,149  million 

HQ:  Atlanta,  GA 

76  stores:  20  of  which  operate  under  the  Rich 
South  Carolina;  50  of  which  operate  as  Lazarus 
Pennsylvania  and  West  Virginia,  and  six  of  wh 
name  in  Tennessee. 

1997  New  Stores:  Cincinnati  and  Columbus,  0 

STEFtlST'S 

Matthew  D.  Serra,  daman 
Leonard  Marcus,  President 

1996  Sales:  $881  million 

1995  Sales:  $845  million 

HQ:  Paramus,  NJ 

25  stores  in  New  Jersey  and  New  York. 

<r(S7?7:,0f?T  &'P£f?JrTigj 
New  York,  NY 

FEDERATED  MERCHANDISING 
CROUP  (FMG) 

Tenyj.iundgren.  Chairman, 

W.  Jay  Carothers,  President 
The  New  York-based  Federated 
Merchandising  and  Federated  Product 
Development  operations  have  been  integrated 

6  Tn'7a,lon  • ,he  ^ted 
ci£l  ng  Cmup  (fMC>  FMC  is  respon- 
COre  vendor  relationships, 
as  well  as  for  the  process  ol  conceptualise. 

desrgnrng,  sourcing  and  marketlr^  private8,  , 

label  and  private  brand  goods  across  the  , 
cwnpany  In  1996,  the  I  N  C  private  brand  1 
wasretomrulated,  re-launched  and  extended  t 
o  include  petites  and  intimate  apparel  INC  I 

2U1  dpparel, a,so  was  repositioned,  and  the  l 
Introduction  ot  an  exclusive  Arnold  Palmer  ic 

men  s  sportswear  conedion  me,  with  C( 
enthusiastic  customer  response 


Cincinnati,  OH 

financial  and  credit 
SERVICES  GROUP  (FACS) 

James  J.  Amann,  Chairman 

Two  major  regional  centers  were  expanded 

rare"6  °  supplemem  ,he  capabilities  o, 

FACS  s  primary  Cincinnati  facility  in  new 
accounl  processing,  credit  aumorization 

corner  service  and  collections  In  Tampa 

JtoSSl  m  i  £?!S  ,0  UOOposi"°ns  and 
relocated  to  larger  facilities  in  order  to  better 

support  Federated  s  stores  in  the  sol 

!!£Ti£  More lhan  300 ne* positions 
were  added  at  a  oedit  processing  facility  in 

Par,°Mhe  8roadwaV  acquis, • 
Ion  The  Arizona  center,  now  with  a  staff  of 

opera,ions  ln  western 
u  y  mis  three-hub  system  allows  FACS 
to  take  advantage  of  advanced  tele¬ 
communications  capabilities  and  time- 
cone  management 


Atlanta.  GA 

federated  systems 

CROUP  (FSG) 

James  J.  Amann,  Chairman 

New  poim-of-sale  systems  were 
rolled  ouf  across  Federated  by  FSG 
In  1 996  as  part  of  the  effort  to 
provide  better  merchandising  infer- 
nation  to  management,  and  to 
make  customer  transactions  faster 
and  more  efficient  FSG  has  entered 
JfHrear  agreement  with  IBM 
Global  Services  to  support  and 
enhance  Federateds  Information 
technology  strategy  and  to  keep 
Federated  at  the  leading  edge  of 
technology  Under  the  agreement, 
one  o,  the  largest  in  the  refall 
industry,  IBM  will  manage  FSG’s 
data  center,  Its  help  desk  and 
disaster-recovery  operations 


Secaucus,  NJ 
FEDERATED 
LOGISTICS  (FI) 

Tom  Cole,  President 

Federated  logistics  continued  to  make 
significant  progress  toward  its  goal  of 
dramatically  reducing  both  costs  and 
processing  time  m  merchandise  distribute 
Logistics  costs  decreased  in  1996  as  pan 
apP“ed'ln  Pregram  to  reduce  dislnbrnfoi 

Si*i?,PenSe5J,y  00e,h,,d  ~  or  ^  abo 
^J™lion-t,v,999'hreugh  better 
combination  between  vendors  and 
Federated  s  stores  and  disbibutlon  centers 
Increasingly,  vendors  are  adopting  tech- 

*****  dala  Interchange 
and  coded  ship  notices,  to  speed  the  flow  o 
merchandise  to  the  sales  floor  Updated 
standards  for  making  merchandise  floor* 
<^y  when  it  arrives  from  vendors  contlnu, 
o  be  embraced  -  resulting  In  savings  for 

vendors,  as  well  as  for  Federated 


llassactiusetts,  Minnesota, 


and  Wyoming 


ida,  Georgia,  Louisiana,  Maine, 
Jersey,  New  York,  Pennsylvania, 


Ivada,  New  Mexico  and  Texas, 
lock's  stores. 


fourteen  sales  associates  and  managers  -  two  from  each  department  store  division  -  have  been  selected  for  Federated  s 
1996  Star  Academy  as  the  company's  best  performers  In  sales  and  service  Included  are  sales  managers  (top  row.  left  to 
right)  Vkki  Graves,  BJoomingdale  s  Boca  Raton,  FI,  Frank  Williams,  Stem's  Manhattan,  NY,  lane  Imber,  Lazarus  Kmgsdale, 
Columbus,  OH,  Judy  Wilson,  The  Bon  Marche,  Eugene,  OR,  Don  Mayfield,  Macy  s  Hillsdale,  San  Mateo,  CA,  Bill  Thomas, 
Burdines  Dadeland  Home  Gallery,  Miami,  FL,  Wonzel  Mobley,  Macy  s  Town  Center  Kennesaw,  GA  Sales  associates  honored 
are  (seated,  left  to  ngfitj  Tarek  Quaderi,  Stem  s  Garden  City,  NY,  lisa  King,  Macy  s  Cheny  Hill,  Ml,  Cealia  Carvacfx), 
Bloomingdale  s  Palm  Beach  Gardens,  FI.  Tim  Burke,  The  Bon  Marche,  Redmond,  WA,  Norma  Marto,  Rich's  Cumberland, 
Atlanta,  GA,  Margie  Baker.  Burdines  Countryside,  Clearwater,  FL,  Lssee  Lmdad,  Macy  s  Deerbrook.  TX 


Is  name  in  Alabama,  Georgia  and 
stores  in  Indiana,  Kentucky,  Ohio, 
[eh  operate  under  the  Goldsmith's 


Macys  East  successfully  converted 
18  Jordan  Marsh  stores  in  New  England  to 
the  Macy’s  nameplate  in  1996,  and 
opened  a  new  location  at  The  Falls  in 
Miami,  FL  Major  store  renovations  were 
begun  in  Huntington,  NY,  Stamford  and 
■  Trumbull,  CT,  and  Short  Hills,  NJ,  as  well 

_ I  as  at  the  flagship  store  at  Herald  Square 

in  Manhattan  Macy  s  played  a  central 
role  at  the  summer  Olympics  in  Atlanta, 
A  where  its  downtown  store  was  the  only 
department  store  within  the  Olympic 
Village  The  70th  Macy’s  Thanksgiving 
Day  Parade,  the  biggest  yet,  was  seen  by  record  audiences  worldwide 

At  Macys  West  52  former  Broadway  stores  in  four  states  -  as  well  as  21 
Bullock's  locations  In  southern  California  -  were  converted  to  the  Macy  s  nameplate  As 
part  of  the  conversion,  the  company  launched  a  $525  million,  three-year  program  of 
upgrades  to  former  Broadway  locations  Major  remodels  were  initiated  or  completed  at 
more  than  a  dozen  stores.  The  renovation  of  Macy  s  Union  Square  flagship  In  San  Francisco 
is  scheduled  to  begin  In  1 997  Macy  s  West  took  possession  of  a  former  Marshall  Field's 
store  purchased  by  Federated  In  San  Antonio,  TX,  which  is  scheduled  to  reopen  as  Macy  s 
In  spring  1997  Among  its  community  relations  activities,  Macys  West  raised  $15  million 
for  AIDS  research  from  its  Passport  fashion  shows  in  1996,  as  well  as  $1  7  million  for 
more  than  750  community  organizations  through  its  benefit  shopping  days 

Rich's/Lazarus/Goldsmith's  took  significant  steps  in  1996  to  reinforce 
its  presence  in  several  key  markets,  as  stores  throughout  its  mne-state  market  were 
upgraded  In  Memphis,  a  new  store  was  opened  In  Wolfchase,  and  the  Hickory  Ridge  loca¬ 
tion  was  remodeled  and  expanded  by  70,000  square  feet  Major  remodels  were  complet¬ 
ed  in  two  Plttsburgh*area  locations  In  Columbus,  OH  a  new  furniture  gallery  was  opened 
at  Tuttle  Creek,  where  a  full-line  store  also  will  be  opening  In  1 997  In  Cincinnati,  the 
Western  Woods  location  was  closed  as  construction  continued  on  a  new  downtown 
replacement  store  to  be  opened  in  1997  A  major  marketing  and  sales  promotion  effort 
attracted  International  shoppers  to  Ridfs  Atlanta  stores  during  the  1996  Olympic  Games. 

Bloomingdale's  opened  ns  first  stores  in  the  California  market  wrth  four  loca¬ 
tions  -  three  in  the  Los  Angeles  area  and  one  in  Palo  Alto  -  to  rave  reviews,  large 
crowds  and  record  sales  volume  Major  remodels  were  completed  at  existing  stores  in 
King  of  Prussia,  PA  and  Boston,  while  renovation  projects  were  begun  in  White  Plains, 

NY,  Hackensack,  NJ  and  at  the  flagship  store  in  Manhattan  In  1997,  new  stores  will 
open  in  Beverly  Center  in  Los  Angeles  and  North  Miami,  FL  Home  store  merchandise  is 
being  added  to  the  Bloomingdale’s  in  Newport  Beach,  CA 


Burdines  took  its  first  orders  over  the  Internet  in  1996,  and  initiated  a  new 
strategy  to  advertise  status  gifts  aggressively  on  television.  The  division  continued  its 
penetration  in  the  Hispanic  marketplace  through  an  increased  commitment  to  Latin 
media,  as  well  as  with  an  expanded  strategy  to  serve  tourists  from  Central  and  South 
America  Burdines  opened  a  new  store  in  Vern  Beach,  FL  The  Naples  store  was  doubled 
in  size  to  add  home  merchandise,  while  increasing  space  for  better  merchandise 
resources.  Remodel  projects  were  undertaken  at  stores  in  Miami,  Hialeah  and  Tampa 

At  The  Bon  Marche,  a  new  furniture  gallery  was  opened  in  Olympia,  WA 
Major  remodels  were  completed  at  the  Northgate  store  in  Seattle,  and  at  stores  in 
Bozeman,  MT  and  Lynnwood  and  Federal  Way,  WA  New  major  store  improvement 
projects  began  In  tverett,  Tacoma  and  Tukwila,  WA  New  or  expanded  vendoi  shops  are 
induded  in  all  remodels  and  are  continuing  to  he  supported  by  an  aggressive  ad 
campaign  to  sell  merchandise  at  regular  prices  that  offer  consistent  value  to  the  customer 

Stern  s  solidified  its  position  in  1996  as  Federated’s  moderate,  full-line  department 
store  division  New  advertising  programs  updated  Stem's  image  The  cosmetic  and 
fashion  accessories  businesses  were  enhanced  to  accelerate  sales  growth  Store  space 
was  reallocated  from  home  goods  to  softlines,  bunging  greater  emphasis  to  special-size 
sportswear,  as  well  as  women's  and  men  s  sportswear  Major  remodels  were  comp.eted 
at  the  Smithhaven  and  Roosevelt  Field  stores  on  Long  Island  Under-performing  stores  in 
Ocean  Township,  NJ  and  White  Plains,  NY  were  dosed 

Specialty  Retailing 

New  York,  NY 

AEROPOSTALE/CHARTER  CLUB 
Julian  R  Geiger,  President 

1996  Sales  $167  million,  1995  Sales  $163  million  153  Aeropostale  and  Charter  Club 
spedalty  stores  in  22  states  and  the  District  of  Columbia  This  operation  was  renamed 
Federated  Specialty  Stores,  Inc  in  1 996.  During  the  year,  it  opened  the  first  Aeropostale 
Outlet  store  in  the  Franklin  Mills  Outlet  Center,  near  Philadelphia  A  new  prototype 
Aeropostale  was  opened  in  Middletown,  NY 

Catalog 

Cheshire,  CT 

BLOOMINGDALE'S  BY  MAIL,  LTD. 

Philip  Blanco,  President 

1996  Sales  $137  million,  1995  Sales  $1 14  million  Bloomingdale's  by  Mail  IBBM) 
recorded  record  sales  and  profits  In  1 996  as  it  continued  to  develop  its  base  of 
customers  both  nationally  and  worldwide  A  1 50,000-square-foot  distribution  center 
expansion  was  completed  in  iuly  Later  in  the  year,  BBM  opened  a  call  center  in  Tokyo  to 
serve  its  rapidly  growing  number  of  customers  in  Japan 
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A  winning  recipe  requires  the  right  ingredi¬ 
ents,  blended  and  seasoned  in  the  right 
proportions.  A  dash  of  spice  enhances  the 
flavor.  A  little  yeast  makes  it  rise  faster  and 
higher.  Some  garnish  on  the  side  makes  it 
more  appealing. 


m 


In  time,  good  cooks  come  to  know  these  tricks  of  the  trade  instinctively.  It  comes  with  the  confi¬ 
dence  of  experience,  with  not  being  afraid  to  take  risks,  to  experiment.  And  when  the  recipe  is 
right,  good  cooks  know  it. 

In  1996,  Federated's  combination  of  the  right  ingredients,  expertly  blended  with  a  little  yeast  and 
some  exciting  new  spices,  yielded  a  tantalizing  result... 

Sales  rose  along  with  earnings.  Margins  continued  to  improve.  Expenses  remained  under  tight 
control.  Technology'  brought  increased  efficiencies  to  key  parts  of  the  business.  New  stores  were 
introduced  into  new  markets,  as  others  were  successfully  consolidated  into  existing  operations. 
Private  brands  grew  to  a  larger  percentage  of  sales  as  new  lines  were  launched  and  others  reintro¬ 
duced,  backed  by  energetic  national  advertising.  And  in  these  and  other  areas,  we  closed  the  year 
with  the  promise  of  untapped  progress  still  to  come. 

We  believe  Federated’s  1996  performance  demonstrates  that  the  strategies  we  have  put  in  place 
over  the  last  few  years  are  the  right  strategies,  producing  the  right  results.  We  also  believe  it  is  a 
level  of  performance  reflective  of  the  excellence  of  our  total  organization  —  the  exceptional  men 
and  women  in  all  areas  of  the  company  who  deserve  Rill  credit  for  expertly  executing  our  strategies 
and  effectively  bringing  them  from  cooktop  to  table. 

To  our  120,000  employees,  and  to  our  millions  and  millions  of  customers  nationwide,  we  express  our 
deepest  appreciation  -  along  with  our  commitment  to  continue  seeking  new  ways  to  improve  on 
Federated’s  recipe  for  successfully  crafting  the  world’s  finest  department  stores. 


■A  u&ok  uoo  kina'  Ahead 

One  of  our  chief  goals  for  the  past  12  months,  as  stated  in  last  year’s  annual  report,  was  “to  successfully 
complete  the  conversion  of  retained  Broadway  stores  into  Macy’s  and  Bloom ingdale’s,  and  to  successfully 
introduce  Bloom  ingdale’s  to  its  new  California  markets."  Without  a  doubt,  we  did  so. 

The  integration  of  52  Broadway  stores  into  Macy’s  was  accomplished  without  any  major  hitches,  and  with 
few  unanticipated  issues.  Most  importantly,  it  was  done  without  impacting  Macy’s  existing  business  - 
testimony  to  die  outstanding  management  of  that  division,  now  our  second  largest. 

Equaling  that  record  of  success  was  Bloom  ingdale’s  entry'  into  California,  with  three  stores  opening  in  and 
around  Los  Angeles  and  one  south  of  San  Francisco  in  the  early  fall.  A  fifth  California  Bloom  ingdale’s 
opened  this  March  in  Beverly  Hills.  Early  customer  and  community  response  has  been  gratifying,  and  we 
are  encouraged  for  the  longer  term. 

Another  major  objective  of  the  past  year  was  “to  focus  aggressively  on  increasing  sales,  with  a  target  of  pro¬ 
ducing  comp-store  sales  growth  of  approximately  three  percent.’’  Again,  we  were  successful  in  meeting  this 
goal,  with  an  actual  comp-sales  increase  of  3.1  percent  for  the  year.  This  is  significant  for  several  reasons. 
First,  we  continued  to  do  what  we  said  we  would  do.  Second,  we  accomplished  this  rate  of  sales  growth 
despite  the  distraction  of  the  Broadway  integration.  Most  importantly,  however,  a  three  percent  increase  in 
comp-store  sales  represents  substantial  dollars  on  a  $1 5.2  billion  revenue  base,  and  we  view  the  prospect  of 
continued  comparable-store  sales  growth  in  the  2-3  percent  range  as  a  healthy  and  solidly  profitable  level 
of  performance  in  this  industry. 

In  1996,  we  also  set  out  a  goal  of  increasing  private  brands  as  a  percentage  of  our  sales,  and  by  the  end 
of  the  year,  private  brands  represented  approximately  14  percent  of  our  total  merchandise  mix.  This 
was  up  from  12  percent  last  year  and  will  represent  more  than  $2  billion  in  sales  at  retail.  (For  more 
information  on  our  private  brands  program,  see  pages  10-11.) 


Improved  Gale*  'Tripper  -tftpher  Zarninp* 

Our  remaining  objectives  for  the  past  year  dealt  with  improved  earnings  and  reduced  expenses,  and  we  also  made  good 
progress  in  each  of  these  areas. 


Federated  posted  net  income  of  $453.4  million  or  $2.18  a  share  for  the  52  weeks  of  fiscal  19%,  compared  to  a  net  profit 
of  $268.7  million  or  $1.40  a  share  for  the  53  weeks  of  fiscal  1995,  excluding  inventory  valuation  adjustments  and  business 
integration  and  consolidation  expenses  (BICE)  from  both  periods,  as  well  as  last  years  contribution  to  fund  the  Federated 
Department  Stores  Foundation.  Including  these  expenses.  Federated's  net 
income  for  the  52  weeks  of  fiscal  1996  was  $265.9  million  or  $1.28  a 
share,  compared  to  net  income  of  $74.6  million  or  39  cents  a  share  for 
the  53  weeks  of  the  prior  fiscal  year. 

Operating  income  for  the  52  weeks  of  fiscal  1996  was  $1,201 .8  million 
or  7.9  percent  of  sales,  an  increase  of  22.3  percent  over  operating 
income  of  $982.4  million  or  6.5  percent  of  sales  for  fiscal 
1995,  excluding  BICF2  from  both  periods  and  last  years 
charitable  contribution.  Including  these  expenses,  oper¬ 
ating  income  for  the  52  weeks  of  fiscal  1996  was  $893.2 
million,  compared  to  $662.9  million  for  the  53-week 
1 995  fiscal  year. 

Sales  in  the  52  weeks  of  fiscal  1996  were  $1 5,229.0 
million,  up  1.2  percent  over  sales  of  $15,048.5  million 
for  the  53-week  1995  fiscal  year.  On  a  comparable-store 
basis,  sales  for  fiscal  1996  increased  3.1  percent  over 
sales  in  the  first  52  weeks  of  fiscal  1995. 

In  addition  to  healthy  comparable-store  sales  increases, 
expense  reductions  across  all  areas  of  the  business 
continued  to  benefit  Federated’s  bottom  line.  At  the  fore¬ 
front  of  these  efforts  is  Federated  Logistics’  program  to 
reduce  the  company’s  distribution-related  costs  by  about 
one-third  or  $100  million  bv  1999.  Aggressive  cost-saving 
initiatives,  both  large  and  small,  enabled  Federated  to 
reduce  its  fiscal  1996  expenses  as  a  percent  of  sales  to  31.1 
percent  from  31.6  percent  the  prior  year,  excluding  BICE 
and  last  years  charitable  contribution. 

'Pnariftet  Tor 
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Federated  is  a  company  dedicated  to  growth,  both  in  sales  and 
earnings.  When  the  right  growth  opportunities  arise,  we  will 
pursue  them.  We  will  take  intelligent  risks  where  the  promise  of 
rewards  is  great.  We  will  take  advantage  of  changing  market 
conditions.  We  will  push  the  envelope  and  think  creatively.  We 
w  ill  do  what  is  required  to  compete  effectively  in  the  retail 
marketplace  of  today  and  tomorrow. 

With  this  as  our  core  philosophy.  Federated’s  objectives  for  1997 
are  to  focus  on  the  aggressive  execution  of  our  strategies,  with  the 
goal  of  producing  sales  growth  and  improving  our  earnings  perfor¬ 
mance.  In  doing  so,  we  w  ill  continue  to  expand  our  successful 
private  brand  program,  even  as  we  develop  closer  partnerships  with 
key  vendors. 

We  also  w'ill  continue  to  focus  on  producing  cost  savings  from 
operational  improvements  and  enhanced  efficiencies  in  our  premier 
support  divisions  -  the  Federated  Merchandising  Group  (FMG), 

James  M.  Zimmerman 
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which  spearheads  our  merchandising  and  product  development; 
Federated  Logistics,  which  handles  distribution,  logistics  func¬ 
tions  and  vendor  technology  for  our  store  divisions  nationwide; 
the  Federated  Systems  Group  (FSG),  which  provides  core 
systems  and  retail  technology  companywide;  and  the  Financial 
and  Credit  Services  (FACS)  division,  which  provides  us  with 
centralized  credit  and  benefits  administration. 

Focusing  on  growth  in  1997  also  means  we  w  ill  be  developing 
new'  future-focused  plans  and  strategies  for  Federated.  Our 
objective  in  this  process  will  be  to  ensure  that  in  addition  to 
running  great  department  stores,  we  fully  evaluate  all  other 
opportunities  for  future  growth  and  a  positive  return  on  our 
shareholders'  investment. 

Zveryti hinff'  T here  1 4  yf 

Change  can  be  harsh  and  abrupt,  or  virtually  seamless.  In  the 
case  of  Federated,  the  announced  transition  in  the  company’s 
senior  management,  effective  at  our  May  16,  1997  annual  share¬ 
holders’  meeting,  promises  to  be  the  latter. 

At  that  time,  Allen  Questrom  will  step  dow  n  after  having  served 
seven  years  as  Federated’s  chairman  and  chief  executive  officer. 
He  will  pass  the  chairmans  mantle  to  company  president  and 
chief  operating  officer  James  M.  Zimmerman.  Succeeding  him 
as  Federated’s  new  president  and  chief  merchandising  officer  will 
be  Terry  J.  Lundgren,  who  currently  serves  as  chairman  of  the 
company’s  New  York-based  merchandising  organization. 

On  a  personal  note,  this  transition  marks  the  end  of  a  close 
working  partnership  of  nearly  a  dozen  years  and  closes  a  chapter 
in  which  each  of  as  has  devoted  more  than  30  years  of  our 
professional  lives  to  Federated.  It  will  require  some  adjustment. 
Yet  it  is  a  matter  of  considerable  pride  to  both  of  us  that  this 
transition  has  been  carefully  planned  for  some  time,  and  will  be 
executed  without  any  organizational  impact. 


1993  1994  1995  1996 

•Excluding  business  integration  and  consolidation  expenses  and  the  chari¬ 
table  contribution  to  tbe  Federated  Department  Stores  Foundation  As  a 
result  of  the  acquisition  of  Macys  in  December  1994,  selling,  general 
and  administrative  iSCftAj  expense  rates  for  1995  and  1996  increased 
by  approximately  one  percent  because  of  the  sale,  prior  to  acquisition,  of 
Macy  s  customer  accounts  receivable  to  a  third  party 


vef  4 diet 

(in  billions! 


1993  1994  1995  1996 


'Exdudes  net  sales  of  SI .0  billion  for  Broadway  stores 


As  shareholders,  you  can  be  assured  that  as  we  evolve  through 
this  period  of  management  transition.  Federated’s  strategies, 
focus  and  objectives  will  remain  constant.  And  you  can  be 
assured,  as  well,  of  our  continued  resolve  to  produce  further 
improvements  in  sales  growth  and  earnings  performance  in  the 
year  ahead. 

Under  the  heading  of  change,  we  also  want  to  thank  two 
retiring  Federated  board  members  -  Lyle  I  veringham  and  Paul 
W.  Van  Orden  -  for  their  dedication  and  distinguished  service. 
The  counsel  and  wise  guidance  each  has  provided  will  be 
missed.  Additionally,  we  want  to  welcome  to  the  Federated 
board  of  directors  Graig  E.  Weathcrup,  chairman  and  chief 
executive  officer  of  the  Pepsi-Cola  Company,  who  was  elected 
in  August  1996. 


C'l/Pfinfl' 


The  progress  made  by  your  company  to  date  is  just  the  beginning; 
much  is  left  to  accomplish,  much  potential  is  yet  to  Ik  realized. 
To  this  goal,  all  120,000  managers  and  employees  of  Federated 
arc  committed  in  1997  and  beyond. 


Sincerely, 


Allen  Questrom 

Chairman/Chief  Fjtecutivc  Officer 


April  17,  1997 
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Successful  retailing  is  a  lot  like  creative  cooking.  In 
both  cases,  you  need  all  the  right  ingredients.  The 
recipe  must  he  developed  with  imagination,  tested 
with  patience  and  measured  to  perfection.  A 
skillful  chef  brings  it  all  together,  recognizing  that 
even  the  best  recipe  can  suffer  if  not  prepared  with 
finesse.  So  think  of  Federated  as  a  kitchen  where  an 
exquisite  meal  is  being  readied... 

Focused  on  Key 
Sales-Growth  Strategies 

for  bed  retulb 4,  ute  only  He 
faretied  inpreJienH.  .  . 

Federated's  recipe  for  success  is  well  documented.  As  we  strive  to 
retain  leadership  in  a  highly  competitive  retail  environment,  the 
company  is  committed  to  sales  growth  through  internal  innova¬ 
tion,  as  well  as  through  strategic  acquisitions  that  can  help  expand 
and  leverage  Federateds  well-known  retail  nameplates.  At  the  same 
time,  expense  levels  arc  being  managed  carefully  in  all  areas  in 
order  to  provide  value  to  our  fashion-  and  quality-conscious 
customers. 

In  pursuit  of  both  sales  growth  and  improved  efficiency,  proper 
execution  of  key  strategics  is  essential.  This  is  an  area  where 
Federated  has  established  a  solid  track  record  in  recent  years  —  and 

where  our  attention  will  continue  to 
X  be  laser-focused  - 

Federated's  Recipes  | _ both  at  operating 

For  Success  \  divisions  and  sales 

support  operations. 

Key  Catef'Crrawth  Ctrateypef 

CollLarnia  Vreamin 
federated  ctyle 

Vnvate  fir  and f  'Take 
Center  dtage 

&  ran  Jed  tAerthondife 
tilth  a  Vi^erente 

'Toiler  fAakm* 

Cervi&e  'Thor  f  it f 

Craw  in*  Into  the 
?!  ft  Century 


Lazarus  Chicken  Salad  a 

TiJtli*"  /**  J  Hd  tk* 
l$,  faJerdod*  founder.  ft** 
f*>  rhrken  ookod. 

CHICKEN  SALAD 
quart  cookfff  it***  to**-  <*** 
quart  tttory,  medwm  dfeed 
pM  peons,  roasted 


Ofcjgen  Salad  Dressing 


Success  at  Federated  Logistics,  formed  two  years  ago  to  manage 
and  coordinate  distribution  and  vendor-technology  related  activi¬ 
ties  nationwide,  demonstrates  Federated’s  ability  to  deliver  on  its 
promises.  In  a  wide-ranging  program  to  be  phased-in  over  the 
next  three  years,  Federated  Logistics’  goal  is  to  reduce  distribu¬ 
tion-related  expenses  by  one-third  -  or  about  Si 00  million  -  by 
1990.  The  number  of  distribution  centers  will  be  reduced  from 
24  to  approximately  10-12  by  1999  as  the  company  takes  full 
advantage  of  technology  now  available  to  run  such  facilities  more 
efficiently,  with  less  physical  space. 

(n  addition,  distribution  technology  allows  Federated  stores  to 
speed  inventory  turns,  which  results  in  fresher  merchandise  on 
the  sales  floor  and  better  service  to  customers. 

Federated  also  has  demonstrated  its  agility  in  integrating  newly 
acquired  stores  and  operations  into  the  company’s  infrastructure. 
Particularly  impressive  was  the  conversion  of  52  acquired 
Broadway  Stores  locations  in  California 
and  three  other  southwestern  states  to 
the  Macy’s  nameplate.  Simultaneously, 
four  new  Bloom  ingdale’s  were  opened 
in  California  in  former  Broadway  loca¬ 
tions.  and  21  Bullock's  stores  in 
southern  California  were  converted 
to  Macys. 

All  of  this  was  accomplished  with 
minimal  disruptions  to  customer 
activity,  as  was  demonstrated  by  the 
ability  of  Macy’s  West  to  increase  its 
comparable-store  sales  by  1 1 .6  percent 
during  a  period  of  significant  change 
in  1996. 

The  successful  integration  of 
Broadway  into  Macy’s  and 
Bloomingdale’s  in 
1996  had  been 
well -rehearsed  in 
1995  and  early 
1996.  That  is 
when  34  stores  in 
the  New  York, 

New  Jersey  and 
New  England 
markets  were 
converted  to  the 
Macy’s  and 
Stern’s  nameplates, 

following  Federated’s  acquisition  of  R.H.  Macy 
&  Co.  and  the  subsequent  consolidation  of  Federated’s 
A&S/Jordan  Marsh  division  into  Macy’s  East. 

This  finely  honed  ability  to  implement  complex  strategies 
while  maintaining  profitable  store  operations  will  facilitate 
Federated’s  continued  growth  in  the  future,  allowing  the 
company  to  proceed  with  confidence  in  approaching  bold 
initiatives  to  further  develop  the  company’s  business. 
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California  Dreamin’... 
Federated  Style 
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For  any  retailer  catering  to  the  fashion  needs  of 
dynamic  consumers,  the  progressive  and  lifestyle- 
oriented  California  market  presents  an  unsur¬ 
passed  opportunity.  Over  die  past  two  years. 

Federated  initiated  and  built  upon  several  strategic 
moves  that  allowed  the  company  to  establish  and 
grow  a  significant  presence  in  both  northern  and 
southern  California. 

With  the  California  economy  heating  up  - 
having  rebounded  from  recession  earlier  in  the 
decade  -  Federated  is  posi¬ 
tioned  for  continued  sales 
improvement  and  success 
in  that  high-growth  state. 

In  1996,  sales  in  Federated’s  90 
California  stores  represented  about 
21  percent  of  Federated*  Si  5.2  billion 
in  total  revenue. 

Federated  re-entered  California  in  a 
big  way  in  late  1994  with  the  acquisi¬ 
tion  of  R.H.  Macy  &  Co.  At  that 
time,  San  Francisco-based  Macys 
West  operated  35  Macy  s  and  21 
Bullock’s  department  stores  in  the 
state,  representing  annual  revenues  of 
some  $2.5  billion.  Almost  immedi¬ 
ately,  Federated  began  to  invest  in 
the  Macy  s  West  operations  rhere  - 
updating  and  remodeling  key  loca¬ 
tions  that  had  fallen  behind  the  times, 
opening  a  new  home  store  in  Fresno  and 
converting  former  I.  Magnin  locations  in  Balm  Desert, 
Woodland  Hills,  Newport  Beach  and  Walnut  Creek  to  the 
Macy  s  nameplate. 

In  1995,  rhe  company’s  commitment  to  California 
deepened  with  the  acquisition  of  Broadway  Stores,  Inc.,  which 
operated  stores  in  many  highly  advantageous  mall  locations 
across  the  state.  Federated  allocated  approximately  $525 
million  for  store  remodels  and  needed  improvements  to 
acquired  Broadway  stores  that  were  converted  to 
Macy  s  and  Bloomingdales  nameplates  -  a  move  that  also 
helped  to  fuel  employment  in  the  state’s  rebounding 
construction  industry. 

When  exciting  new  Bloomingdales  and  Macy  s 
stores  were  unveiled  across  the  state  in  the  foil  of  1996 
and  spring  1997,  the  result  also  helped  boost  California's 
retail  economy. 
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By  opening  its  first  stores  in  California,  Bloomingdale  s  extended  one  of  America's  best-recognized  retail 
franchises  to  dynamic  new  markets.  Moreover,  the  four  new  Bloomingdale  s  opened  In  California  in  1 996 
provided  the  opportunity  to  test  innovative  service  and  visual  presentation  concepts,  such  as  this  'open  sell' 
cosmetics  department  in  Sherman  Oaks,  where  time-pressed  customers  have  direct  access  to  the  merchandise 


In  the  years  ahead,  Federated  expects  California  to  continue 
to  he  a  hospitable  market  for  its  finer  department  stores.  Already 
the  world’s  scventh-largest  economy  -  only  slightly  smaller  than 
that  of  the  entire  United  Kingdom  -  California  is  expected  to 
continue  to  grow  foster  rhan  other  regions  of  rhe  U.S. 

For  the  remainder  of  the  1990s,  personal  income  in  the  state 
is  expected  to  rise  at  between  5-6  percent  a  year  -  well  above  the 
rate  for  the  nation  as  a  whole.  In  addition,  Californias  economy 
is  becoming  increasingly  diversified,  with  computer  services, 
motion  pictures,  business  professions  and  export-oriented 
manufacturing  replacing  a  previously  disproportionate  depen¬ 
dence  on  defense  industries. 

For  Federated,  California  is  a  good  place  to  he.  And  the 
late  1990s  look  like  a  good  time  to  he  there. 
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Private  Brands  Take 
Center  Stage 
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Private  brand  development  is  one  of  the  most  significant 
breakthroughs  in  merchandising  at  Federated  in  recent  years, 
providing  an  unusually  good  opportunity  to  increase  sales, 
protect  margins  and  offer  exceptional  value  to  the  customer. 

In  1996,  Federated 

focused  on  the 
aggressive  devel¬ 
opment  of  eight 
private  brands 
(see  below)  - 
targeted  and  coordinated 
merchandise  collections 
designed,  sourced  and 
marketed  exclusively  by 
Federated  to  appeal  to 


specific  customer 
segments.  Our 
brands  embody  the 
fashion  excitement 
quality  craftsmanship 
associated  with 
brands  and  designer 
goods,  yet  at  prices 
15  to  25  percent 
below  comparable 
branded  merchandise 

In  stores  across  the  company,  dedicated 
shops  are  being  developed  to  incorporate  the  visual  presentation 
standards  needed  to  support  the  carefully  crafted  image  of 
private  brands  lines  such  as  Charter  Club  and  FN*C.  In  1997 
alone,  75  new  FN*C  and  Charter  Club  shops  will  be  opening  in 
Federated  stores  nationwide. 

I  N  C  departments,  such  as  the  one  premiered  in  1996  in 
Macys  Herald  Square  store,  feature  vivid  visual  images  that 
depict  the  sophisticated,  yet  casual  lifestyle  of  the  targeted  I  N  C 
customer.  A  high-rise  central  point-of-sale  counter  is  clearly 
visible  from  every  part  of  the  department,  and  serves  as  a  focal 
point  for  sales  service  support. 

The  I  N*C  brand  was  re-positioned  and  re-launched  by 
Federated  last  year  with  a  promotional  campaign  that 
included  national  magazine  ads,  outdoor  boards,  direct 
mail  and  in-store  signage  designed  to  create  a  distinctive 
brand  “personality."  Sales  associate  education  provided 
the  knowledge  necessary  to  excite  customers. 

Cutting-edge  private  brands  such  as  1*N*C  are  developed 
and  produced  by  the  New  York-based  Federated 
Merchandising  Group  (FMG),  where  hundreds  of  fashion 
stafF professionals  shepherd  private  brands  from  initial 
concept  to  finished  product.  Private  brands  are  planned 
and  positioned  strategically  to  complement  branded  and 
designer  merchandise  as  a  means  of  differentiating 
Federated’s  total  store  assortments. 

In  1997,  private  label  and  private  branded  goods  are 
expected  to  represent  about  15-16  percent  of  Federated’s 
total  sales  -  or  well  over  $2  billion  at  retail.  The  penetra¬ 
tion  of  private  brand  and  label  merchandise  will  grow  in 
balance  with  designer  and  brand-name  goods,  which  will 
continue  to  represent  the  vast  majority  of  merchandise  in 
our  stores. 
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Branded  Merchandise 
With  a  Difference 

famish  with  creative  flourish 
before  serving.  .  . 

Sameness  is  the  natural  enemy  of  department  stores. 
Customers  Lire  turned-off  and  confused  when  confronted 
with  identical  merchandise  in  stores  up  and  down  the  mail, 
federated's  targeted  customers  expect  more  from  us.  And  one 
of  our  primary  goals  is  to  deliver  uniqueness  to  the  customer, 
along  with  fashion  and  value. 

Federated  has  put  into  place  strategics  tor  differentiating  its 
offering  from  that  of  the  myriad  of  mall  and  strip' center 

special ry  stores,  as  well  as  from  competing  department 

stores  in  the  markets 
where  we  operate. 
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Unique  Afrocenlric  merchandise  distinguishes  the  Blackberry  shop  in 
Maty's  Herald  Square  Owned  and  operated  by  African-American  entrepre¬ 
neurs.  Blackberry's  eclectic  ethnic  assortment  is  an  example  of  Federated  s 
drive  lo  supplement  branded  department  store  offerings  with  distinctive, 
often  exclusive  merchandise  lines  that  he  ip  set  our  stores  apart  from  the 
competition  Federated  buyers  and  merchandise  managers  work  with 
hundreds  ol  smaller  vendors,  helping  to  cultivate  unique  merchandise 
selections  and  forming  solid  vendor  partnerships  that  benefit  everyone 


Claiborne)  to  goods  in  new  categories  and  depart¬ 
ments  -  and  doing  so  exclusively  in  Federated  s  stores 
in  a  given  market. 

Federated  strives  always  to  be  rhe  first  to  offer 
customers  new  product  concepts,  whether  from 
existing  vendors,  private  brands  or  promising  new 
vendor  resources.  When  our  targeted  customers  think  of 
uniqueness  and  freshness,  we  want  them  to  be  thinking 
first  of  a  Federated  store,  whether  this  be  Bloomingdale  s 
—  where  exclusively  developed 
merchandise  is  a 
hallmark  and 


Private  brands  are  one  way 

Federated  seeks  to  differentiate  its  assortments.  In  addi¬ 
tion.  we  are  working  harder  than  ever  to  provide  value  by 
emphasizing  exclusive  and  limited-distribution  name 
brands.  This  involves  developing  closer  tics  to  cure 
vendors,  and  working  with  them  to  offer  exclusive  lines, 
items  and  colors  that  our  customer  will  not  be  seeing  else¬ 
where.  In  other  cases,  uniqueness  springs  from  extending 
wrd I -res peered  designer  names  (such  as  Polo  and  Liz 


tradition  - 
or  any  of  the 
company’s 
other  premier 
nameplates  that 
compete  head- 
to-head  wi  ill 
traditional 
department 
stores  and 
national  chains. 
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department,  'The  Cellar  merchandise  includes 
basic  items  and  tabletsp  collections  at 
competitive  prices ,  with  broad- based  appeal 
and  fashion  elements  Hat  suggest  timeless 
design.  0$t&n  promoti anally  priced. 
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Tailor-Making 
Service  That  Fits 

<rfir  £'0n4{~ CmHy  unfil  d&4l/&d 

o9n4i4fen*y  i4  readied.  .  . 


Customer  service  starts  with  understanding  what  a  customer 
wants  and  expects  from  her  favorite  department  store,  and  then 
bending  over  backwards  to  deliver  it. 

Extensive  research  has  taught  us  a  great  deal  about  our 
customers'  changing  shopping  habits.  It  has  taught  us  as  well 
that  "extra”  services  such  as  proprietary  credit,  gift  registries,  gift 
wrap  and  delivery  continue  to  be  expected  of  fine  department 
stores  such  as  ours.  We  know'  that  customers  value  the  attention 
they  receive  from  professionally  trained  sales  associates,  and 
appreciate  being  recognized,  greeted  and  treated  as  individuals 
in  their  shopping  experience. 

But  convenience  also  has  become  an  increasingly  important 
part  of  the  department  store  mix.  Customers  expect  clear  and 
concise  signage  to  help  them  locate  and  understand  merchan¬ 
dise.  and  to  navigate  through  a  store.  A  customer  expects  us  to 
have  the  style  and  color  of  merchandise  she  wants,  and  in  her 
size.  And  when  that  customer  has  made  a  decision  on  what  she 
wants  to  buy,  expediency  and  simplicity  also  are  expected. 

As  a  result.  Federated  is  now  placing  point-of-sale  counters  in 
highly  visible  central  locations,  making  it  easier  for  a  customer 
to  have  her  purchase  rung- up  and 

wrapped.  In  addi¬ 
tion,  we  are 
continuing  to 
employ  tech¬ 
nology  to 
make  these 


With  federated's  new  Wedding  8  Gift  Registry,  couples  can  create  their  own 
‘wish  list"  by  scanning  their  gift  preferences,  which  then  are  accessible  at 
Federated  stores  In  more  than  230  cities  nationwide  As  gifts  are  purchased  by 
friends  and  family,  individual  registries  are  immediately  updated  to  eliminate 
duplicate  gift  buying 

sales  transactions  faster  and  more  efficient  for  the  customer. 

We  have  begun  to  experiment  with  a  segmented  service 
strategy  within  a  single  department  store.  In  categories  where  a 
high-level  of  service  is  indispensable,  such  as  in  shoes  and  men’s 
suits,  professional  sales  associates  will  be  experienced,  highly 
trained  and  omnipresent.  Meanwhile,  in  areas  that  arc  less 
service-driven,  sales  associates  will  be  readily  available  to 
customers  who  require  or  request  assistance.  Self-service  will  be 
the  standard  in  other  selected  departments  where  repeat  sales  of 
basic  merchandise,  such  as  underwear  and  socks,  enables  busy 
customers  to  expedite  their  purchases. 


Corporate  Casual  lOT 

Educating  customers  is  an  important  component  of  customer  service  at 
Federated,  and  it  drives  our  system  of  intensive  employee  training  in  selling  skills, 
as  well  as  product  knowledge.  Nowhere  is  this  philosophy  better  demonstrated 
than  in  the  migration  to  casual  dressing  at  work  in  recent  years.  As  corporate 
casual  became  the  norm  for  men  and  women  -  even  at  some  of 

Americas  largest  and  most  respected  companies  -  customers  turned 
to  our  department  stores  for  help.  Is  a  tie,  by  definition,  too 

dressy  for  “casual  Fridays**?  Do  heels  or  flats  go  better  with 
this  pants  suit?  How  do  I  accessorize  an  informal  blouse? 
In  many  cases,  Federated’s  stores  have  helped  define 
corporate  casual  through  development  of  special  merchan¬ 
dising  programs  and  visual  displays.  Our  sales  associates 
are  trained  to  help  customers  translate  this  trend  into 
workable  work-a-day  wardrobes,  and  to  help 
customers  feel  both  comfortable  and  confident  in 
making  the  right  decisions  on  what  casual 
means  for  any  occasion. 


Growing  Into  the  21s 


Add  yea  tt  h  He  m/x  and  let  rite.  .  . 


Even  in  a  mature  industry  such  as  department  store 
retailing,  there’s  plenty  of  room  tor  youthful  exuberance. 
Indeed,  it  is  crucial. 

Perhaps  more  than  ever  before.  Federated  is  experiment¬ 
ing  with  new  ideas  and  department  store  merchandising 
concepts  in  search  of  ways  to  provide  outstanding  value  to 
our  targeted  customer,  and  to  accelerate  sales  growth  into 
the  2 1  st  Century. 

Our  highly  experienced  organization  is  a  key  asset  in  this 
regard.  Across  the  company,  new  concepts  arc  being 
hatched  and  future  business  opportunities  quietly  tested. 
Our  people  are  afforded  the  freedom  to  be  creative.  And 
once  an  idea  proves  itself  in  a  successful  pilot,  Federated  has 
both  the  resources  and  exciting  retail  venues  to  roll-out  the 
concept  nationwide,  making  it  a  unique  parr  of  the  way  we 
do  business. 
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Women  who  want  to  look  contemporary  yet  professional  In  their  9-to-5  lives 
are  looking  no  farther  than  INC  International  Concepts  The  INC  brand, 
which  has  become  synonymous  with  stylishly  updated  fashions  for  women 
and  men,  is  carried  exclusively  in  Federated  stores. 


The  highest  priority,  of  course,  continues  to  involve 
initiatives  to  accelerate  sales  within  our  department  stores. 
Bloom  ingdale’s  and  Macys,  for  instance,  are  testing  “open 
sell”  techniques  in  cosmetics,  where  new  fixtures  allow 
customers  direct  access  to  the  merchandise.  In  Florida, 
Burdines  and  Macys  are  reaching  out  aggressively  with 
special  events  and  promotions  aimed  at  the  growing 
number  of  affluent  visitors  from  Latin  America  who 
come  to  the  United  States  on  special  Mshop-‘til-you-drop” 
charter  excursions. 

A  whole  new  retail  world  lies  over  the  horizon  of  die  2 1st 
Century.  What  it  will  he  like,  how  it  will  be  different,  no 
one  can  predict  with  certainty.  Bur  in  Federated’s 
case,  the  certainty  is  that  we  will  he  there...  and  we  will 
he  ready. 


One  such  example  is  Federated’s  national  Gilt  Registry 
program,  launched  in  January  after  months  o!  careful  plan¬ 
ning  and  study.  Using  the  system,  bridal  couples  and  other 
customers  can  register  in  a  single  Federated  store  and  auto¬ 
matically  he  registered  nationwide  at  The  Bon  Marche, 
Burdines,  Goldsmiths,  Lazarus,  Macys,  Rich’s  and  Sterns 
stores,  making  it  easy  for  friends  and  family  to  purchase  the 
gifts  that  are  most  wanted. 

Bloomingdale’s  by  Mail  already  is  the  nations  leading 
high-fashion  catalog.  This  year,  it  is  penetrating  the  interna¬ 
tional  marketplace  with  a  targeted  circulation  in  Japan, 
where  a  dedicated  call  center  has  been  opened  in  Tokyo. 

We  believe  the  potential  for  catalog  sales  growth  in  Japan  is 
significant,  and  may  open  new  doors  of  additional  overseas 
catalog  expansion  in  the  future. 
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Executive  Officers 

Vice  Presidents 
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JOEL  A  BELSKY 

Common  Stock  Symbol:  FD 

Chairman  St  Chief  Executive  Officer 

Controller 

JAMES  M  ZIMMERMAN 

DAVID  W  CLARK 

Federated  News  &  Information 

President  St  Chief  Operating  Officer 

Executive  St  Organizational 

Request  Hotline:  1  -800-26 1-5385 

RONALD  W  TYSOE 

Vice  Chairman  St 

Development.  Diversity 

Management  St  Training 

Federated  Home  Page  on  the  Internet: 

Chief  Financial  Officer 

GARY  J.  NAY 

http://wwAv.fedcrated-fds.com 

THOMAS  G.  CODY 

Executive  Vice  President 

Real  Estate 

H  STEWART  ROSE 

Federated  Investor  Relations  Department: 

Legal  &  Human  Resources 

Area  Research 

1-513-579-7028 

CAROL  A  SANGER 

Corporate  Communications 

Transfer  Agent: 

Senior  Vice  Presidents 

&  External  Affairs 

Bank  of  New  York 

DENNIS  J.  BRODERICK 

ROBERT  C.  SEPPELT 

Shareholder  Relations  Dept. 

Church  Street  Station 

General  Counsel  &  Secretary 
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P.O.  Box  11258 

KAREN  M  HOGUET 

JOHN  R.  SIMS 
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Planning  St  Treasurer 

ITcpury  General  Gounscl 

1  >800-524*4458 

RUDOLPH  V.  IAV0SKY 

JOSEPH  F.  VELLA 

Design  St  Construction 

Employee  Relations 

I*hc  approximate  number  of  Federated  shareholders  of  record,  as  of  February  I.  1997.  was  17.301.  As  of  that  date,  there  were  approximately  208  million 
shares  of  Federated  common  stock  outstanding,  excluding  shares  held  by  Federated. 


Quarterly  trading  v flume  and  4 ha  re  pri*e  data  are  a*  Ipllw- 

Average  Prices 


1996 

Shares  Traded 

Daily  Volume 

Low 

High 

First  Quarter 

79,489.000 

1,262,000 

26  1/8 

34  3/4 

Second  Quarter 

65.428.000 

1,039,000 

29  3/8 

36  5/8 

Third  Quarter 

60,840.000 

951,000 

31  1/8 

36  1/8 

Fourth  Quarter 

92,726.000 

1,496,000 

30 

37 

Average 

Prices 

1995 

Shares  Traded 

Daily  Volume 

Low 

High 

First  Quarter 

60,997,000 

968,000 

18  1/2 

23  1/8 

Second  Quarter 

62,184,000 

987, 000 

20  7/8 

28  1/8 

Hurd  Quarter* 

66,223.000 

1,035,000 

24  1/2 

30  1/8 

Fourth  Quarter 

81,137.000 

1 ,2 1 1 ,000 

25 

29  3/4 

*On  (X  tuber  1 1.  1995.  Federated  issued  a  total  of  19.4  million  shares  of  common  stock  in  connection  with  the  acquisition  of 
Broadway  Stores.  Inc. 
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